INTRODUCTION
The past two decades have seen an evolution in the sophistication of the methods available in tracking consumer behavior. There has also been a move from describing historical customer behavior to now predicting consumers' future behavior (Morgan, 2003) . This movement was aided considerably by the precipitous fall in the price of electronic storage media and computing power as well as a steady progression of new technology. As a result, firms have a wealth of information on consumers' past purchasing behavior. Today's organizations are facing enormous challenges as they strive to actually implement strategies to use the abundance of available consumer data. These challenges may be attributed to at least two factors. First, firms now have so much information that it is often very costly to glean the specific data that can be used to devise meaningful strategies. Second, many managers just do not have an understanding of what to do with the terabytes of data collected.
At the same time, new technologies have also made it possible for marketers to change how they interact with prospective and current customers. As a consequence, the marketing field has evolved from marketing to the masses to developing many one-to-one relationships (Rosenwald, 2004; Ryals, 2003) . At the heart of today's one-to-one marketing is database marketing (DBM). DBM is defined as "the process of building, maintaining, and using customer databases and other databases (products, suppliers, resellers) for the purpose of contacting and transacting with customers" (Armstrong & Kotler, 2000, p. 479) . One of the most fundamental aspects of DBM is a detailed database that contains a multitude of relevant, related information on which solid marketing decisions can be made. The detection of relevant patterns in a database can be automated through the use of data mining tools and techniques. Data mining uses statistical methods and new search software to uncover useful patterns in the data stored within databases (Baker & Baker, 1998) .
In the past 10 years DBM has become increasingly important. The technology and techniques that make data analysis possible have continued to evolve, and DBM applications now play a key role in decision making in many industries (Bianco, 2004; BT Exact, 2004; Tapp, Hicks, & Stone, 2004) .
The purpose of the study is explained in the next section of this article. The academic and professional related literature pertaining to DBM and the need for empirical research regarding the teaching of DBM concepts are then presented.
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That is followed by a discussion of the methodology. Then, the findings relating to the extent of course offerings and how the DBM course is currently being taught are presented. The limitations of this study are presented, and a summary discussion concludes the article.
PURPOSE OF THE STUDY
In response to the evolving use of DBM in business and industry, the DBM course was introduced into the curriculum of some colleges of business in the United States during the late 1990s. The goal in many cases was to expose students in a standalone course to marketing decision making enabled by access to a wealth of data and enhanced by rapidly evolving, interactive electronic communication technology. The DBM course is centered on the ultimate segmentation, marketing to customers one at a time, which is sometimes called relationship marketing or one-to-one marketing.
Because DBM has an increased use and importance within organizations, it is important to perform empirical research to determine how marketing faculty are responding to this increased demand for DBM skills. The purpose of this study was to perform an empirical investigation of the state of the undergraduate DBM course in business schools accredited by the Association to Advance Collegiate Schools of Business (AACSB) and determine if the course has changed. Two specific objectives of this study were to determine (a) the extent to which the undergraduate DBM course is presently being offered compared to the previous findings in 2001 and (b) how the content of the DBM course has evolved over the past few years. A questionnaire was developed and marketing faculty were surveyed. Next, 4 years later, as part of this empirical research, marketing faculty were surveyed again.
RELATED LITERATURE
Although statistical modeling techniques have been available for decades, in the early to mid 1990s it was found that not many companies had truly integrated data mining and modeling into their marketing activities (Vanecko & Russo, 1999) . Previously, the cost of storing and managing data hampered the accomplishment of DBM activities. In more recent years as storage costs have dropped, organizations have begun storing more and more data. The Wall Street Journal recently reported that the data storage capacity in corporations is growing at a rate of 60% a year (Forelle, 2005) .
Yet, today's business managers are discovering that information contained in ever growing databases is still not being used to its fullest potential (Chye & Gerry, 2002; Davenport, 2006; Drew, Main, Betz, & Datta, 2001; Han, Altman, Kumar, Mannila, & Pregibon, 2002; Rafalski, 2002; Ramesh & Bui, 2001; Williams, 2006) . Organizations with underutilized data are missing an opportunity to raise the return on investment for their marketing activities (Stapleton, 2006) .
The related literature indicates that companies in which more emphasis is placed on analyzing data to identify profitable customers while having those activities highly coordinated with corporate-wide goals and operations will have a strategic advantage (Davenport, 2006) . As part of their research findings, Marcus and Collins (2003) confirmed that marketers that utilize advanced, customer-centric marketing processes will achieve a return on investment that is at least 30% greater than marketers not using such tools.
The growth of the Internet has contributed to DBM applications becoming part of mainstream marketing applications in some organizations (Rosenwald, 2004) . Data mining and other analytic techniques are becoming more important as online commerce increases and the resultant customer databases are built. The impact of the Internet on the field of DBM will continue to grow as technology costs decrease, hardware and software advances increase, and data mining techniques evolve. For example, detailed behavioral profiles of site visitors can be developed by performing cross-site data analysis of browsing activity, registration information, ad response, and blog postings (Campanelli, 2006) . As a result, marketers with an understanding of how data mining works within the context of e-commerce are highly valued.
Since the late 1990s, business applications of DBM have increased in number and evolved in their use. DBM will play an increasingly important role in the future of marketing because DBM is enabling organizations to more effectively implement customer relationship management (CRM) programs. CRM now has high visibility in organizations (Tapp, 2003) , and from 2004 to 2009, marketing applications of CRM are expected to have an 11.2% compound annual growth rate (Collins, Herschel, & Sarner, 2005) .
The related literature was also examined to determine if there was existing empirical evidence regarding the present extent of DBM course offerings in U.S. AACSB-accredited undergraduate business schools and how the DBM course was being taught in those schools. In reviewing the related literature pertaining to DBM curriculum studies, no prior research was found on undergraduate programs. However, in 2002 , Lincoln (2003 surveyed graduate marketing faculty at 41 U.S. schools listed in The Wall Street Journal's ranking of top MBA programs. Of the 20 respondents, 8 said they offered a graduate course that was DBM in nature (Lincoln, 2003) .
In this era in which marketing professionals strive to predict customers' future behaviors, it is critical to learn how to effectively teach students the skills and knowledge pertinent to DBM. To be more effective in teaching the DBM course, there is a need for both marketing educators and professionals to work together to investigate the multifaceted problems and issues that are inherent in learning to use DBM techniques (Tapp, 2003) . Academic and practitioner partnerships are needed to determine what knowledge and skills our students need and what level of expertise is desired for entry-level employees. The academic and practitioner can work together to determine realistic objectives for the DBM course. Because the undergraduate DBM course does not strive to make marketing majors analytics experts, the academic/practitioner team can design a course that provides a foundation in the needed concepts and skills.
The related literature provides evidence of the need to examine our course content and keep marketing curriculums current. If business schools are to keep abreast of the needs of business and industry, periodic reviews of curricula and course content are important (Kruck & Teer, 2002) . Curriculum reviews and the resulting changes are necessary to make certain that marketing education is in line with demands of students, parents, and employers (Ellen & Pilling, 2002) . With today's new mission-based accreditation standards of the AACSB, universities are changing the way teaching is assessed, and curriculum planners must demonstrate the appropriateness of each course (McIntyre & Tanner, 2004) .
In addition, marketing educators have to stay abreast of what courses are on the horizon for the future and what will be the content and teaching approach of those new courses (Lazer & Frayer, 2000; Mohr, 2000) . As educators learn more about how to best teach DBM technology, they can take that knowledge and apply it to more effectively teach other evolving marketingrelated technologies and techniques. Nicholson, Barnett, and Dascher (2005) suggested that one of the ongoing challenges of faculty members and administrators in academic programs is curriculum evaluation so that faculty might continuously improve their course content to meet industry needs.
The escalation of DBM usage is intensifying the need to produce marketing graduates who understand how DBM fits into a company's strategic marketing plan. Professionals who hire graduates of marketing programs want students with knowledge of DBM concepts and analytical skills (Bauer, 1998; Davenport, 2006; Nelson, 1998; Thearling, 2006) . As more companies focus on collecting and analyzing data and using the resulting information in decision making, the need for new graduates who have had solid exposure to DBM and analytical skills will intensify. Educators should find the information gleaned from this study helpful in curriculum assessment and in aligning their marketing curriculum with the needs of business.
An indication of the lack of in-house professionals with adequate skills in DBM can be seen from the fact that DBM service providers are in high demand. As part of a recent questionnaire, 248 database marketers were asked to name the reasons that prompted their company to outsource their DBM services; 70% outsourced to gain access to outside technology and/or data processing expertise, and 30% outsourced to gain access to analytics expertise (Schmitt, 2006) .
METHOD
To meet the needs of prospective employers, marketing educators must equip students with knowledge and skills that enable them to be prepared to meet the challenges of the new age of marketing (Evans, Nancarrow, Tapp, & Stone, 2002; Kelley & Bridges, 2005; Raymond, Carlson, & Hopkins, 2006; Sterns & Tseng, 2002) . As the field of marketing is in the midst of an information technology and e-business revolution, one objective of adding new material to the marketing curriculum is to provide students with an understanding of how the new methodologies and technology fit into today's marketing mix. Students should become acquainted with the most frequently employed marketing decision-making tools to grasp how new techniques, specifically data mining and modeling, are used in the design and implementation of today's marketing programs. In response to the need to prepare students to compete in the new age of marketing and to provide businesses with a stream of qualified applicants, course offerings at some universities now include a standalone DBM course.
The 2001 study was performed at a time when DBM standalone courses were just beginning to be offered as part of the business school curriculum. The 2005 study is useful to observe the course evolution at a time when the course content has yet to be standardized.
Results of the DBM curriculum research findings presented in this article will be of interest for several reasons. First, academic communities should have an awareness of what is currently being taught in this relatively new area of the marketing curriculum. Second, the findings can provide insight to those who are just beginning to teach DBM or those currently teaching DBM and striving to keep the course content up to date.
AACSB undergraduate business schools have been commonly used when designing studies to conduct emerging pedagogical research in the marketing discipline (DeMoranville, Aurand, & Gordon, 2000; Hannaford, Erffmeyer, & Tomkovick, 2005; Pharr, 2003) . Therefore, we used AACSB-accredited undergraduate business schools from which to obtain empirical data regarding the DBM course. The deans of all U.S. AACSB-accredited undergraduate business schools were mailed a letter explaining the study and a manila envelope containing one questionnaire and a self-addressed return envelope in 2001. The deans were asked to forward the manila envelope to the marketing department head. The marketing department head was in turn asked to give the manila envelope containing the questionnaire and self-addressed return envelope to the one marketing faculty member who taught DBM or was most knowledgeable about DBM. That faculty member was asked to complete the questionnaire and return it in the self-addressed return envelope. To guard against receiving more than one questionnaire from any one school, the researchers only used questionnaires returned in the self-addressed return envelope. Because all questionnaires were returned in the self-addressed return envelopes, no school had more than one faculty member complete the questionnaire. usable questionnaires were returned. These responses yielded a response rate of 34% and 33%, respectively.
Respondents indicated on the returned questionnaires whether or not their university offered an introductory undergraduate DMB course. Faculty members who stated that their university currently offered an introductory undergraduate DBM course were asked to answer questions pertaining to the DBM course background and course content.
The extent of course offerings and the profile of how the DBM course has evolved are presented in the next two sections.
EXTENT OF COURSE OFFERINGS
The results of these two surveys indicate that the extent of DBM course offerings has increased substantially. In fact, 12 of the respondents from the original survey and 21 of the respondents from the second survey said their school offered an introductory undergraduate DBM course. In 4 years there was a 52.5% increase in the percentage of schools offering the DBM course. Respondents to both surveys were asked to indicate their plans regarding offering a DBM course if one was not presently offered. From 2001 to 2005, there was no change in the number of respondents who said they would offer the course in the following year. The number of respondents that are considering adding the DBM course to their curriculum increased slightly from 26 to 28. When asked the title of the introductory undergraduate DBM course, the majority of both the original survey and second survey participants responded database marketing. When respondents were asked if a DBM component is taught as part of another course(s) within the business school, 46 of the schools in the original survey and 54 of the schools in the second survey indicated yes.
The objective of one question on the questionnaire was to learn the extent to which the DBM course is being offered outside the college of business. Results were that 76 of the respondents to the original survey stated that a DBM course was not being offered in other programs outside the business school compared to 102 in the second survey. The extent of graduate-level DBM course offerings within the business school was determined. A graduate DBM course was offered at 25 of the schools in the original survey; second survey results indicated that 32 of the schools had a graduate DBM course, a 10.6% increase in the percentage of schools with a graduate DBM course. Respondents at the schools offering the graduate DBM course were asked how many graduate DBM courses were offered. In the original survey only 1 school offered more than one graduate DBM course, whereas in the second survey, 5 schools are offering more than one graduate DBM course. Table 1 gives a comprehensive listing of responses pertaining to the extent of DBM course offerings at the undergraduate and graduate levels.
One question asked the respondents from schools offering the DBM course the size of their marketing program. Those answers are displayed in Table 2 . 
PROFILE OF THE DBM COURSE
This section presents the findings related to the second objective of this study-examining how the DBM course has evolved. Marketing faculty members that stated their schools offered the introductory undergraduate DBM course were asked to answer a number of questions regarding how the course was being taught. Their responses to those questions were used to obtain a course profile. A comparison of the DBM course profile from the original survey and the second survey DBM course profile can be found in Table 3 . The findings pertaining to the profile of how the undergraduate DBM course is being taught indicate that the course is taught at the junior or senior level. No participant in either survey said the course was taught at the freshman or sophomore level. Results indicate that the course is no longer a required course at the majority of schools offering a DBM course. In the original survey, 7 of 12 schools required the DBM course; however, in the second survey, only 8 of 21 schools required the course, making the DBM course primarily an elective. Prerequisites have also changed over the survey time period. During the first survey time period, 7 of 12 respondents indicated that marketing research was a prerequisite, whereas in 2005, marketing research was indicated as a prerequisite by only 5 of 21 respondents.
In the original survey, 9 out of 12 respondents indicated that a hands-on DBM project was required; however, in the most recent survey, 11 out of 21 respondents required a project, a percentage change decrease of 30%. One interesting trend is the decrease in invited outside guest speakers. In the original survey, 8 of 11 schools indicated that they had outside guest speakers; however, in the second survey only 7 of 19 had a guest speaker.
The 2005 survey results indicated that there was a wide diversity of teaching materials used. One faculty member used an instructor-created packet of materials, and a total of 15 different textbooks were used by the other 20 faculty respondents. There were only 4 textbooks that were mentioned by 2 or 3 respondents. Specifically, 3 respondents said they Faculty were asked to indicate the approximate amount of coverage they gave various DBM course topics. Two notable topics that exhibited a decrease in coverage were neural networks and geographic information systems. One topic, ethics in database marketing, went from no reported coverage in the first survey to 20 out of 21 faculty reporting coverage in the follow-up survey. In addition, 20 out of 21 of the respondents in the follow-up survey indicated they covered database creation, direct marketing, market segmentation, customer relationship marketing, ethics in DBM, and statistical techniques in the DBM course. The number of topics covered as part of the DBM course has increased since the first survey; the second survey found that eight new topics are receiving coverage in the DBM course. Table 4 shows the listing of DBM topics in the 2001 survey and 2005 survey and the number of respondents for each survey indicating the amount of coverage on various DBM topics.
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Respondents specified which analytical techniques were covered in the DBM class and whether the coverage was theoretical, hands-on experience, or both. Analytical techniques in the DBM course stayed relatively the same with the exception of the use of cross-tabs. Theoretical and hands-on experience with cross-tabs increased dramatically. In the first survey, only 1 of 12 schools provided theoretical or hands-on experience with cross-tabs, whereas the second survey showed theoretical coverage at 9 of 21 schools and hands-on experience at 12 of 21 schools. Table 5 summarizes the number of responses to the type of coverage in the original survey and second survey for each analytical technique.
In both questionnaires, we asked if students obtained hands-on experience using a statistical package as part of the course. The percentage indicating a statistical package was used remained roughly the same at around 85%. Those respondents were asked to indicate which software packages were used in the introductory DBM course. SPSS was cited most frequently in both surveys. Excel was not used by anyone in the original survey but in the follow-up survey was used at six schools. The use of Access as a statistical package increased from one in the original survey to five in the follow-up survey. SAS also gained in popularity, going from no usage to three people using it in the class. Table 6 summarizes the statistical packages used by respondents in 2001 and 2005. Faculty who teach the course were asked what percentage of the grade was assigned to activities such as tests, research papers, major projects, and other assignments. Course component weighting has changed over time. Testing as a percentage of the overall grade fell from 44.9% in the original survey to 28.1% in the follow-up survey, and the reliance on major projects for the grade decreased from 31.8% to 23.7%. The weight given to both research papers and case studies increased by more than 9%. Table 7 lists the mean percentage given in the original survey and second survey for each component of the total course grade.
The questionnaire asked for information about the background of the faculty member teaching the DBM course. The total number of faculty teaching the DBM course was 12 in the first survey and 21 in the second survey. More than half of the faculty have learned the course content by teaching themselves the material. All of the ways in which faculty learned the course content are listed in Table 8 .
LIMITATIONS
As with any empirical study, there are limitations with the research that should be noted. First, the values obtained were participants' perceptions and no attempt was made to validate the accuracy of the responses. Second, a nonresponse bias may exist among the 67% who did not respond. Third, the results obtained in this study of pedagogical issues in DBM should be considered exploratory in nature and should not be generalized to any group other than the respondents in this study.
SUMMARY DISCUSSION
In light of the increased demand for employees with DBM skills, it was not surprising to find that the percentage of schools offering a DBM course increased substantially over 4 years. However, it remains to be seen as to whether the growth of the DBM course will continue because in 4 years there was an increase in the percentage of schools in which the DBM course was not under consideration.
From the time of the original survey to the follow-up survey, the percentage of schools that required the DBM course decreased. Perhaps some schools do not have the available faculty resources to teach numerous sections of DBM or some marketing faculty do not feel that all marketing majors should be required to take DBM.
The percentage of schools that required marketing research as a prerequisite for the DBM course decreased over time. Possibly, it was determined that marketing research added little to the students' preparation for the DBM course. There was an increase in the percentage of respondents indicating that principles of marketing and statistics are prerequisites for the DBM course. Perhaps after teaching the DBM course for a while, professors found that these two courses added needed foundation concepts and skills, or perhaps schools are better enforcing the prerequisites needed for upper level courses.
The major change in topical coverage found in the DBM course over the 4 years centered on the addition of ethics coverage. In the original survey, no faculty mentioned it as part of the course, whereas the follow-up survey results indicated that all but one faculty were currently covering the topic to some degree. Whether this major increase in coverage is a reaction to current legal and ethical issues in the business world and to AACSB's thrust toward incorporating ethics into the business school curriculum is unknown. The topics of lifetime value of a customer, direct marketing, data warehousing, market segmentation, and customer relationship marketing have also increased but not as dramatically. These topics are the major thrust of most DBM courses and were expected to have been covered.
In 2005, there were 16 different texts used by 21 faculty members in teaching the DBM course. Textbook selection for a course is generally driven by the desired topical coverage. The newness of the DBM course and lack of consensus on topics to be covered in the course may help explain the variety of textbooks used. As the course matures, there will probably be more agreement as to course content and thus more agreement on textbooks. During the 4 years between surveys, the analytical techniques covered in class stayed essentially the same with the exception of the use of cross-tabs. Hands-on student experience with cross-tabs increased greatly from the original survey to the follow-up survey. This increased use of cross-tabs may be due to the ease of teaching some DBM techniques through the use of cross-tabs. This increased use of crosstabs may have driven the observed rise in the use of Access and Excel in the DBM course.
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Testing as a percentage of the course grade fell from the original survey to the follow-up survey, and the reliance on major projects for the course grade also decreased. There was an increase in the amount of weight given to research papers and case studies. Also, the reliance on outside guest speakers decreased over the 4-year period between the two surveys. All of these changes may be due to the evolution of the DBM field and the resulting greater variety of teaching resources becoming available to professors. Also, those teaching DBM may feel that testing does not demonstrate learning as well as other assessment methods.
As the stream of empirical research on the DBM course in the business school curriculum continues, it would be helpful to explore the reasons why some universities do not presently offer the DBM course or plan to offer it in the near future. It may be that some business schools lack the funds necessary to offer and staff an additional course. Also, within the AACSB guidelines, there are a limited number of hours available for courses in the major. Thus, curriculum planners are perhaps struggling with the decision of which major course to eliminate to make room for the DBM course. An additional reason for not offering a DBM course could also be explained by DBM not being viewed as an important part of the skills needed for graduates of a particular marketing program.
Another reason why some universities do not offer a DBM course is that it could be difficult to find individuals with the appropriate skills needed to teach the course. In both surveys, more than half of the faculty indicated they learned the course content by teaching themselves the material. The number of respondents who said they learned course content in their doctoral program stayed exactly the same. Perhaps many faculty teaching at the doctoral level lack the expertise to teach DBM and doctoral granting institutions are not adding faculty with DBM expertise. Further empirical research would be needed to determine if doctoral granting institutions are now preparing new marketing professors to teach the DBM course.
